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 There are always a lot of regretting things whether they are done or not. With the 
information exposing and pressure increased sharply, we are easy to generate regret 
because we pay not enough attention to information or scatter our energy greatly so 
that many good chances are missed. At present, in the field of marketing, both 
academic and business practice give little emphases on regret, which its generation 
mechanism and influence mechanism are lacking of systemic research, and 
enterprises reflect the regretted consumers either. Therefore, the author read and sort 
out a large number of literatures, construct the main framework from upward 
counterfactual thinking to inaction regret to repurchase intension and try to make it 
clear that why consumers are inclined to generating regret when they miss the 
purchasing opportunity and how the regret have effect on repurchase intention when 
they face the same opportunity next time. 
 The study, regarding consumers' inaction regret as the main research object, 
indicates that upward counterfactual thinking is an important cause for the formation 
of inaction regret and inaction regret plays a significant role in influencing consumers' 
future purchase intention. This thesis collected 469 samples through questionnaires, 
used statistic software-SPSS17.0 and AMOS21.0 for data analysis and ultimately 
achieved the following conclusions. First, after missing the purchasing opportunity, 
upward counterfactual thinking has a significant positive effect on inaction regret; 
second, inaction regret has a significant positive effect on consumers' repurchase 
intension; third, inaction regret has a partial mediating effect on the relationship 
between upward counterfactual thinking and repurchase intention; fourth, product 
attitude and regulatory focus respectively moderates the relationship between upward 
counterfactual thinking and inaction regret, and the relationship between inaction 
regret and purchase intention. 
 This thesis enriches the study of inaction regret in the sector of marketing and 
















inaction regret, which provides reference for the future study. At the same time, the 
study is favorable for marketing manager to utilize the emotion of inaction regret 
scientifically so as to rationally organize effective marketing activities, which is 
helpful to attractive and retain more and more consumers. 
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关于后悔的研究 开始出现在经济学（Loomes 和 Sugden，1982[11]）和心理
学领域（Kahneman 和 Tversky，1982[12]），这些领域的研究发现，后悔对人们的
行为有巨大的指导作用，进而后悔研究开始广泛扩展到到其他的领域，比如市场
营销领域（Tsiros 和 Mitta，2000l[13]；Keaveney，Huber 和 Herrmann，2007[14]），
组织行为学领域，跨文化心理领域，经济心理学领域以及神经科学领域等。 
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